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FOREWORD PROPFUEL

Foreword

This e-book represents 3 years of effort, 
building a platform and discovering the right 
product-market fit. We didn’t set out to create 
a Voice of the Member platform, but where we 
landed is a unique, one of a kind solution, to a 
problem every association faces. 

How do associations best understand the 
needs and wants of their members? And how 
can associations take action, at scale, in a 
highly personal, yet automated way? 

PropFuel is the first Intelligent Engagement 
platform utilizing Voice of the Member for 
member-based organizations. 

Historically, a duct-taped combination of 
surveys, email marketing platforms and 
human interaction were required for 
associations to capture and act on feedback 
from members at every point of the member 

lifecycle. As a result, many associations are not 
managing feedback well, and missing out on 
valuable opportunities to drive revenue and 
deeper engagement with members. 

This e-book introduces the concept of Voice of 
the Member, which is part of the Intelligent 
Engagement process: Ask, 
Capture and Act. Capturing member needs, 
both quantitatively and qualitatively, to 
measure and act on that voice, tells us 
not only what your members are doing, but 
more importantly why they do what they do. 

We hope you find value in the pages to follow.
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Dave Will 
CEO at PropFuel 
dave@propfuel.com



PART 01
INTRODUCTION  
What is the “Voice of the Member” and why is it important?



How do associations best understand 
the needs and wants of their members? 

And how can associations take action,  
at scale, in a highly personal,  

yet automated way?

Voice of the Member (VoM)

Your biggest

your biggest
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problem is

opportunity.



The primary goal of any member based 
organization is to deliver value to your 
members.  But how do you know if you are 
delivering value?  One way to measure that is 
through transactional data, resulting from 
member activity. How many people are joining, 
leaving, learning, volunteering, attending your 
events?  That data is very useful, but it only tells 
you what people are already doing within the 
vacuum of the activities your association is 
making available to members. 

In the corporate world, there is a new concept 
called Voice of the Customer that is taking hold 
at the world’s most customer-centric 
companies. So what is this trend all about, and 
how could it be applied to the association 
space? 

According to a Bain & Company study on 
customer satisfaction, 80% of companies 
believe they’re delivering a superior experience 
to the customer. But when the customers were 

asked the same question, only 8% said they 
were receiving a superior experience. 

So companies think they’re awesome and 
customers don’t quite agree. 

How can that be possible when 95% of 
company leaders claim to be customer-
focused as stated in the same Bain report. 
Where is the disconnect? We can measure this 
delivery gap when organizations put a product/
service in front of the customer and then 
measure their reaction to it.  

The better organizations refine their product 
offerings based on the customer’s reaction and 
improve, marginally. 

The best organizations are not reacting to the 
customer’s transactional or behavioral 
interaction, but instead asking them what they 
want BEFORE they put the product in front of 
them.
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This is the Voice of the Customer (VoC).

80% 8%

80% OF COMPANIES BELIEVE THEY’RE 
DELIVERING A SUPERIOR EXPERIENCE 

TO THE CUSTOMER 

8% OF CUSTOMERS SAID THEY WERE 
RECEIVING A SUPERIOR EXPERIENCE



So, more data? We’re already swimming in 
data and we have no idea what to do with it. 

Well, yes, but imagine a world where we 
actually know our customers wants and needs? 
It’s difficult to decipher wants and needs from 
behavioral and transactional data, which 
represents most of the data in any 
organization. 

 

By the way, 70% of buying experiences are 
based on how the customer FEELS they were 
treated. (Source: Zoominfo Customer 
Engagement Stats) 

This is not just more data, it is the data that 
actually describes your customer’s motivation 
and allows for automated workflows to respond 
to it immediately. 

So, yes, more data, and this data tells us 
sentiment. It’s called the Voice of the Customer 
and it comes in 2 forms: structured and 
unstructured. The structured data is easy to 
analyze. It’s about preferences, but answered 
with the click of a button. So it’s multiple 
choice, yes/no, scale, etc. The true voice, 
however, comes from the unstructured 
questions, or the open-ended feedback where 
tools like keyword extraction and sentiment 
analysis can help process the data. 

The former Proctor and Gamble CEO, A. G. 
Lafley said, “I am a broken record when it 
comes to saying 'We have to focus on the 
customer,” I don’t think the answers are just in 
the numbers. You have to get out and look." 
What he meant is let’s put the transactional 
and behavioral numbers to the side, and 
actually ask our customers questions. 
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• What did they click on? 
• What did they buy? 
• When did they buy it? 
• How much did they pay? 
• What period of time passed between 

purchases? 
• Did they read our blog? 
• Did they click any of the links in our 

email? 
• Do they follow us on Social Media?

ORGANIZATIONS THAT ARE EMBRACING THE VOICE OF 
THE CUSTOMER ARE SEEING STUNNING RESULTS.
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70% of buying experiences are 
based on how the customer FEELS 

they were treated. 

2% increase in retention has the same 
effect of reducing costs by 10%.2

2% INCREASE IN 
RETENTION

COSTS REDUCED BY 10% -
+Voice of customer programs 

result in up to 55% greater 
client retention.1 

VOICE OF CUSTOMER

 PROGRAMS RESULT IN UP TO 55%

GREATER CLIENT RETENTION.4

1 Bain & Company 
2 Hubspot Stats



Does anything
here sound
familiar?

We are the first Voice of the Member platform built specifically for Associations.  It is built by a 
team with over 50 years of combined experience in the association space, it integrates with the 
industry specific platforms you already use, and we believe it will help you better serve your 
members. 

So let's dive into the Voice of the Member, what is it, why should you care, and how can it transform 
the way you deliver value to your members. 
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PART 02
THE “WHY” BEHIND THE “WHAT”  
Using sentiment data to drive action
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Advances in technology over the last decade have made it easier than ever to collect data around 
what your members are doing. We have transactional data that tells us everything they have ever 
purchased from us; memberships, event registrations, publications, online courses, or any other 
product we sell. We have behavioral data that tells us what our members are doing, such as surfing 
the website, viewing content, or attending conference sessions. 

This data is helpful, but there is one fundamental flaw with this type of data that prevents it from 
giving you the true voice of the member. It does not capture intent. 

All this data has piled up over the years as a by-product of the transactions and behaviors of what 
people are doing. 

The only thing this data can tell you is how people are consuming the offerings that you already 
have. 

What it doesn’t tell you is WHY they’re doing what they’re doing. 

Remember the stat from a few pages ago: 70% of buying experiences are based on how the 
customer feels they are treated. It is an emotional decision.  You need to capture the sentiment 
behind the decision, the why behind the what.
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You need to capture

the sentiment behind

the decision.



PART TWO PROPFUEL

You get the point. Let’s get back to this concept of Voice of the Member. You’re collecting 
this data, their voice, so that you understand WHY your members are behaving the way 
they are. Sounds good, but now what?

WHAT WHY

NEW MEMBER 
RETENTION

You know from your AMS, or other 
transactional system, when someone 
joins your association. If you are more 
tech savvy, you may even know where 
they came from (referral, promotional 
email, website, etc).

You do not know why they joined. Was it 
because they want the member discount 
on your events? Want to volunteer? Would 
like to be involved in advocacy? Interested 
in being a thought leader? 

PROFESSIONAL 
DEVELOPMENT

Your member just purchased and 
consumed an on-demand learning 
course, earning CE credits. 

Did they found the content useful? Why 
did they chose that course? Why did they 
choose to purchase from you instead of a 
competitor?

LAPSED 
MEMBERS

You know from your AMS reports that 
23% of your members did not renew 
last year.

You don’t know why they left. Was it too 
expensive?  Were they upset about your 
service? Did they just forget?

Let’s look at some examples:
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You need to capture the

why behind the what.



What do you
do with all of
the data?
The issue with data today is that we’re starting with a big pile of it and then trying to figure out what 
to do. The better approach is to figure out what we want to know, start with a question, and then go 
collect the data to help us come with an answer. 

When you have data that is tied to a specific question, you can take action on it in a concrete and 
powerful way, at a micro level, with follow-up actions, and at the macro level, by changing what and 
how you’re serving your members.  

Imagine arriving in the center of New York City. You’re in Times Square. What do you do? Data and 
input is coming in from everywhere. It would be easy to just look around and pick something to do 
based on what’s in front of you. And you might have a good time, or you might not. It’s a game of 
chance. But if you arrived in NYC with intent, specific things you were looking to do, you would know 
exactly what input mattered the most. How do I get to the Broadway Show I want to see? How do i 
get to the top of the Empire State Building? How do I get to Ground Zero? Or how do I get to the 
Guggenheim? When you know what you want to know, the inputs make more sense and guide you 
down the right path to ensure you’re satisfied with your trip. 

In a perfect world, you could have a staff member sit down with every member when they join, ask 
them questions, get to know them, and truly understand what motivates them and what they are 
looking to accomplish. Then, for the 20 year lifetime of their membership, your staff would hold their 
hand and guide them through their member journey, meeting every need they have as soon as it 
comes up. 
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In the real world, you don’t have the staff resources to accomplish that. However, with the right 
technology, you can listen to the Voice of the Member at scale, and use automated systems to 
take action on the insights they are providing you. What you need is a System of Action. 

Generally, a system of action is a process, a technology, a platform that not only captures and 
manages data, but does something with it to reduce the repetitive low level human labor and to 
offer a customized solution to the member. 

With the right questions and intent, the data leads into a workflow of automated actions and a 
clear view of which products and solutions are best for your members. And in a world where 
hyper-customization is becoming the norm, we need the right products and solutions placed in 
front of the right members when they need it. This is very difficult when you’re only playing with 
behavioral and transactional data, but becomes possible when you understand the sentiment 
behind what they are doing. 
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           NEW MEMBER RETENTION: Typically, member retention is the lowest for new members with 
the average retention somewhere in the 75% range. Some organizations have a new member drip 
campaign where all new members get the same welcome emails promoting association activities 
and benefits. But in the world of hyper-customization, associations can bring new members down a 
path specific to each new member based on their interests. 

HOW 
Step 1: Through a connector, your AMS tells your Voice of the Member platform (PropFuel) that you 
have a new member. 

Step 2: PropFuel sends a question to the new member asking which member benefits they are 
most interested in. 

Step 3: The member answers the question with both a selection and open ended feedback (their 
voice). 

Step 4: PropFuel takes the following actions with their response: 
• Sends a follow up email to the respondent with more information about the member benefit 

they selected. 
• Fills out a field on their member profile in the AMS to specify their primary area of interest 
• Adds that member to a campaign in your marketing automation platform that will continuously 

send them information related to their selection. 
• Performs sentiment analysis on their free text response and sends and email to a staff member if 

the response was negative. 
• Over the course of the first year, the member continues to receive questions periodically, 

triggering more actions and continuing to deliver them a custom experience focusing on their 
needs. 

RESULTS: Increased member purchases and event registrations as well as improved new member 
retention rates. 

01

Utilizing a System

of Action
Let’s take another look at our examples and see how we can design 
an automated process taking us from transactional data, to the 
Voice of the Member, to taking action. 
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             PROFESSIONAL DEVELOPMENT: In most associations, professional or trade, individual 
contacts have specific areas of competency they’re interested in. Historically, we would send 
segments of people a collection of topics and opportunities with the hope that one would strike a 
chord. But, once again, in the world of hyper-customization, associations can bring new members 
down a path specific to each new member based on their interests.  

HOW 
Step 1: The AMS tells PropFuel that you have a member that’s due for more CE to maintain their 
credentials, or perhaps there’s no credential, just an interested learner. 

Step 2: PropFuel sends a question to the member asking which of four topic areas they are most 
interested, as well as an open ended follow up asking what other topics they would be interested in. 

Step 3: PropFuel takes the following actions with their response 
• Based on what topic they selected, redirects them to a page featuring related content available to 

purchase. 
• Performs keyword extraction and allows you to report in aggregate on what topics people are 

interested in. 
• After completion of the course, an embeddable PropFuel question is shown on the page asking 

them to review the course. 
• These ratings and reviews are then used not only to inform your members of which courses are 

recommended by their peers, but gives you the information an association needs to remove the 
poorly rated courses and promote the highly rated courses. 

RESULTS: Increased Continuing Education sales driven by targeting specific members with the 
courses they are asking for (revenue), increased satisfaction through an improved checkout process 
(retention), increased satisfaction and ease of selection by providing ratings and reviews (revenue), 
more knowledgeable marketing opportunities through ratings and reviews (revenue). 
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Hyper-customization means

associations can connect with

members based on their

interests.
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             LAPSED MEMBER RETENTION: Without an auto-renew option, many associations find 
themselves in a position where they don’t know if members simply forgot to renew or if there’s a 
reason that can be addressed with better customer service. Ask them, and create a customized and 
automated process for managing lapsed members. 

HOW 
Step 1: AMS tells PropFuel a member has lapsed. 

Step 2: PropFuel sends a question to the lapsed member asking if they know their membership 
lapsed and why. 

Step 3: PropFuel takes the following actions with their response: 
• If the member notifies us that they forgot to renew, we show them instructions and a link to 

renew right away. 
• If the member did not review because they had a poor experience, we add them to another 

feedback campaign asking for more information so we can try and make it right. 

RESULTS: Increased revenue - Increased member retention, by regaining the members that left, 
knowingly or unknowingly. 

Yes, the Voice of the Member gives you more data, but that data comes with more intention, and is 
geared around answering questions that will help you better serve your members. The key to 
managing this data at scale is a platform that not only helps you collect that data, but also take 
action on it. Action that leads you down the path, through artificial intelligence and automation, to 
drive behaviors that lead to loyalty, retention and ultimately increased revenue. 

03



PART 03
TRENDS SUPPORTING THE VoM 
These trends are paving the path for success.
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As associations catch on to the value that comes 
from listening to the Voice of the Member, and 
more and more associations start asking their 
members questions, trends are emerging that 
are paving the path for success. Here are a few 
that we’ve observed in the PropFuel customer 
base. 

           Connection, not more transactions - 
According to Community Brands Technology 
Adoption Report, Super Members are improving 
on the loyalty spectrum whereas everyone else is 
falling off. Specifically, looking at 3 categories of 
members: Value Seekers, Rank and File Members 
and Super Members, the metric for member 
loyalty decreased over the course of the last two 
years for the Value Seekers and Rank and File, 
but the loyalty for Super Members increased 
dramatically.  

Naturally, there’s plenty of room for interpretation 
here, but the trend is that associations today 
need to create a stronger connection with their 
members rather than focus on the transactional 
discounts and publications, if they want to grow a 
strong and loyal member base.

Capturing the Voice of the Member is a strategic 
approach to listening and driving relevance in 
the dialog with your members. This results in 
creating a stronger relationship and 
connection converting and recruiting more 
Super Members. Super Members are advocates 
and carry their membership with pride. 
             
             Continuous insights rather than 
periodic studies - Annual or periodic surveys 
have their purpose. It’s research. It’s a good way 
to dissect your members and study them. The 
challenge is that typically you’re getting a very 
low response rate of 10% or so, and it’s a snapshot 
in time. It’s far from a dialog or a way to maintain 
a pulse on your member’s sentiment. 

Regular check-ins allow for an association not 
only to capture the Voice of the Member at major 
milestones along the member journey, but also 
to feed them with relevant resources delivering 
higher value along the way. 

Regular check-ins tend to drive a much higher 
response due to the mechanism of being able to 
ask 1 or 2 questions with a very frictionless way for 
the member to respond directly in the email or 
on the website. 

A good example is in the New Member Journey. 
When a new member joins the association, we 
want feedback throughout their first year, 
NOT after they choose to let their membership 
lapse. We also want to be able to take action on 
their feedback immediately. Ask the member 
why they joined and your platform should send 
an automated response correlated to how they 
answered the question.
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Relationships are formed with 
many touch points not one long 
survey.

01

02

Super Members are improving

on the loyalty spectrum whereas

everyone else is falling off.



             Merging sentiment with behavioral and transactional data - Most associations know what 
their members are doing but they don’t know why. The behaviors are the WHAT. But behaviors are 
triggered by sentiment, or desire, and that’s the WHY. If you understand the why, then it becomes 
possible to understand the needs of your members much better. Behavioral and transaction data 
represents a member’s reaction to what you put in front of them, whereas sentiment data 
tells you what to put in front of them to begin with. Sentiment is the cheat sheet for how to 
please a member. 

             Better technology - Technology is way better today than it was even 5 years ago. Remember 
that even the iPhone hasn’t been around very long. Think about the evolution of enterprise 
platforms. Artificial Intelligence is actually a useful tool now, not some science fiction concept in a 
movie with robots and automation is commonplace in our marketing. So when we talk about 
Voice of the Member, we’re actually talking about interactive listening. That’s a combination of 
better listening capabilities combined with better action-centric behavior. We can capture feedback 
better than ever with greater response rates and react or respond to it with automation and artificial 
intelligence so that we can engage thousands of people at scale and use humans to interact with 
exactly the right people at exactly the right time. 

             Listening beyond the member - Employee feedback and partner feedback provide another 
perspective of what we need to know to run a healthy ecosystem and to tell us even more about our 
members. Our employees are the ones interacting with members every day. Isn’t it possible that 
they may know something about our members that’s worth hearing? And aside from the customer 
feedback, wouldn’t it be valuable to listen to what our employees want and need in their roles to feel 
fulfilled? Thriving employees perform better and are far less expensive to an organization than one 
where turnover is high. By creating a customer-centric culture, your employees will bend over 
backwards to create an amazing experience for members in each and every interaction. Strangely, 
95% of company leaders claim to be customer focused, yet only 31% of organizations recognize and 
reward employees for improving customer experience (Source: Zoominfo Customer Engagement 
Stats). 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Capturing the VoM

requires interactive

listening.



             Hyper-customization - Hyper-customization means going beyond segments to talk to 
individuals based on their personal desires and needs. This doesn’t require complex software or an 
expensive marketing system. For example, using PropFuel, ask a question and an action will 
respond to the member based on how they answered the question. That’s hyper-customization. 
Stop pushing boulders and start moving pebbles. In other words, stop sending canned marketing 
campaigns to new members and existing members in groups when you’re supposed to know them 
already. Begin capturing the feedback you need to focus on the individual members with content 
and information specific to their needs and desires. This requires asking members questions to 
identify what they need at the individual level. That’s the Voice of the Member. 

             New Power Has Given Everyone a Voice - There’s a new perspective in the world that we 
can make massive change. It’s a new perspective that we don’t need to rely on authority to do so. 
And with new social tools and worldwide connectedness, we’ve been trained that we have a voice. 
Take out your phone and find a popular social media influencer in your Instagram account or on 
Facebook. I’ll do it right now. I follow Arnold Schwarzenegger on Instagram, for whatever reason. He 
made a post earlier today and it has 2,495 comments. People want to contribute. People want to say 
something at every juncture. And if managed well, this collaborative contribution, or crowdsourced 
innovation and thought can be far more effective than a roomful of PhDs.  

A fun example comes from James Surowiecki’s book, Wisdom of the Crowd, where he demonstrates 
crowd accuracy by referencing a 1906 competition of guessing the weight of an ox. While in 787 
guesses, no one landed on the weight, the average of all the guesses was exactly the correct weight. 

The biggest difference now is that the communities of people participating are far bigger and the 
ease of participation is much better. Not only better, but people are craving to offer their voice. Are 
you giving your members that opportunity?  

Here’s another example. I had dinner at a dive bar in my hometown tonight. I’m not proud, but it’s 
the truth. Poopsie’s is a small, local hangout and they’re known for their one-size bar pizza. They 
have 120 reviews on Yelp. Customers will say something if given the opportunity. Amazon has 
reviews and ratings for every product you can imagine. Native deodorant has 1,424 reviews. Who 
feels that strongly about their deodorant?!? But people have a voice and they want to use it. Each 
month, Yelp and Trip Advisor have 750 million reviews, while Facebook has 5 billion comments. 
People expect to be able to say something. Maybe not in the 80s or 90s but today you must give 
your members an outlet to talk to you. 

Our last experience as a consumer is now our expectation and that translates to our professional 
experiences. The fact that social media has trained people to use their voice, to provide ratings 
and reviews and to offer authentic feedback, means the same structures need to be made 
available by associations.
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Social media has trained people to use their voice by leaving 
ratings and reviews. The same structures need to be made 
available by associations to their members.
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Focus on the

member journey

not transactions.

Superior experiences 
deliver 6-14x higher 

customer lifecycle value.2

HIGHER
6-14X

Companies that excel at customer 
experience grow revenues 4-8% 

above their competition.3

+4-8% 
growth

             A Focus on Customer Journeys, not 
transactions - Most organizations at this point 
have acknowledged that transactions are just a 
subset of the member journey. The voice of the 
Customer is designed to capture feedback at each 
moment along the customer journey allowing the 
organization to build an ongoing relationship, or a 
connection with the individual. Transactions alone 
do not lead to relationships. Below are some stats 
from a Bain & Company report supporting the 
value of focusing on the customer experience as 
opposed to transactions alone. 
• It takes 12 positive experiences to make up for 

one bad one.1  

• Superior experiences deliver 6-14x higher 
customer lifecycle value.2 

• Companies that excel at customer experience 
grow revenues 4-8% above their competition.3
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It takes 12 positive experiences to 
make up for one bad one.1

1 Zoominfo Customer Engagement Stats 

2 Bain & Company 

3 Bain & Company
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IMPLEMENTING A VoM PROGRAM  
 Journey of the Member Lifecycle



There are varying levels of capturing feedback 
from your members. And most organizations 
are already doing it to some degree. Let’s 
explore some of the current approaches 
associations are taking to capture feedback, 
along with the overarching downfalls to these 
approaches, to help set the stage for how these 
current practices can be taken to the next level 
as you implement a Voice of the Member 
program. 

Here are a number of traditional approaches 
associations take to collect feedback. 
• Current Feedback Collection Practices 
• Annual Member Satisfaction Survey 
• Feedback Email Address 
• Post Conference Surveys 
• Learning Event/Activity Surveys 
• Online Community Polls 

Many associations conduct annual member 
satisfaction surveys. While I would argue that 
the annual survey is a poor execution of 
capturing the Voice of the Member, it’s hard to 
deny you’re not getting some of the voice in 
there (refer back to VoM trends). Evaluations 
sometimes capture the Voice of the Member as 
well. But what most organizations lack is a 
strategy to capture the VoM consistently and at 
several touch points along the member 
journey, as well as the knowledge or  

infrastructure to analyze and take action on the 
feedback. 
       
           High Frequency, Low Friction.  
Remember, this is not a survey. Ok, maybe it’s a 
form of a survey, but when you’re building a 
VoM program, you can’t think about it like a 
survey. It’s a long-term relationship where 
you’re going to be asking questions at several 
touch points along the journey of the member 
lifecycle. So rather than trying to learn 
everything you can in one burst of questions, 
begin to think about the member experience 
and where we want to check in with them. For 
instance, when they join and throughout the 
first year, when they sign up for something, 
when there’s a change in their membership, 
pre-conference, post conference, upon the 
lapse of their certification, perhaps in times of 
silence and at more random moments 
throughout their membership, as well as upon 
lapse of their membership. 

And the request needs to be nearly frictionless. 
Meet the member where they are. If they’re in 
email, allow them to answer within the email. 
Please don’t send them a survey via email that 
says Take our Survey. It should allow them to 
answer the question right there in the email. 
Frictionless also means simple, so stay away 
from those complex questions with 20 options 
to pick from. 
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It’s a long term relationship 
where you’re going to be asking 
questions at several touch 
points along the journey of the 
member lifecycle.

01
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              Feedback Everywhere - When thinking about the VoM, feedback will 
be coming in from several sources. Different members care about different 
things. Catch them when they want to offer feedback. By incorporating 
feedback at every milestone of the member journey, you’re capturing more 
opportunities to identify weaknesses and improvements. 

• Target specific experiences and segments. Below are just a few journeys in 
your member journey maps. Every journey offers an opportunity for you to 
check in with the member. 

1. New member on-boarding and retention 
2. Existing member renewals 
3. Lapsed members renewal 
4. Young member engagement 
5. Career advancement  
6. Learning/Education 
7. Membership growth and upgrades 
8. Conference engagement 
9. New Power Innovation 
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By incorporating feedback at every milestone of the 
member journey, you’re capturing more opportunities 
to identify weaknesses and improvements.

• Capturing feedback is not limited to your members but also your staff, board, volunteers and 
partners. Most corporations at this point have a strong emphasis on company culture. A big part of 
that is giving a voice to your employees, which includes recognition, public discussion, and private 
one-to-one feedback. There are a few variables that come into play with your staff. One of which is 
keeping them happy. That helps your bottom line. Happy employees don’t quit as often and that 
makes operations much less expensive. Happy employees statistically don’t value their job on 
compensation as much as unhappy employees. And happy employees tend to be more productive. 
So giving your team an opportunity to recognize each other and offer feedback is well worth the 
minimal effort. 

Your board meets periodically. Asking questions on a regular basis gives your the opportunity to 
capture their insight more regularly over the course of the year and act accordingly. The same is true 
with your volunteers and partners. 

• Think outside of email - course ratings and reviews, evaluations, support ticket feedback and 
transaction feedback are additional places to capture the VoM.
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 Feedback Campaigns - In order for 
feedback to be coming in from multiple sources, 
you will need a way to make that happen. Much 
like marketing automation, feedback will be 
managed in what’s called a campaign. A 
campaign is a question or a series of questions 
focused on a very specific group of people over a 
specific period of time. There are a few different 
campaign types in PropFuel, but no matter what 
platform you use, you’ll find something similar. 

• Scheduled Campaigns are quite simple and 
most general member retention campaigns and 
conference engagement campaigns are 
scheduled campaigns. This means that everyone 
in the campaign will get a question on the same 
date. For example, in a Conference Campaign, 
you may have a conference scheduled for April 
23. In that case, the Scheduled campaign may 
look something like this. 
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03

Feedback campaigns

drive the VoM.



Mike Smith —  mikesmith@gmail.com

Sales Association of America

• Drip Campaigns are a workflow of questions a 
member may receive based on a particular 
trigger. In regards to Drip Campaigns, the 
feedback will be a steady stream of feedback over 
a long period of time depending on when your 
members enter the workflow. For example, a very 
easy drip campaign to comprehend is the New 
Member Campaign. Your AMS tells your VoM 
platform that there’s a new member and they’re 
placed into the New Member Drip Campaign. 
Over the course of year 1, they will receive 
questions based on the workflow set up in the 
campaign, but everyone experiences the timing 
of those questions based on when they joined. 
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• An Embed campaign is what allows us to capture feedback everywhere. It’s a question embedded 
into a website, another platform or another email that drives the feedback back into the VoM 
platform so you can continue to manage your data and actions from one spot despite the source of 
the feedback. Some examples include: 

• Course Reviews and Ratings 
• Transaction feedback after a purchase or registration 
• Support follow-up after a ticket has closed 
• Newsletters as a polling feature 
• Website popups based on a selection of triggers 
• Transactions in your job board, LMS, Community, or any other platform your members interact 

with 



              Questions and Response Rates -  
A major element of your success in the VoM 
programs is understanding the relationship 
between questions and response rates. 

•Structured/Unstructured questions - The 
strategy is to drive high frequency feedback with 
low friction. One tactic is to capture feedback in 2 
stages. The first is a very simple and easy to 
answer structured question. To reduce friction 
and one extra click, we put that question in the 
email with a selection of options to click on. 
Questions begin with either multiple choice, yes/
no, scale, or NPS. Clicking on the answer in the 
email tells you who answered and their answer 
immediately upon the click. Then they’re 
dropped onto a web page where they’re asked to 
answer an open ended follow-up question. 

• The Net Promoter Score (NPS) is one of a 
handful of customer success metrics. This is a 
really good tool for measuring member loyalty. 
It’s very easy to start with a score and compare 
yourself to other organizations, but the best 
method for managing your NPS is to capture the 
NPS periodically and compare your results to 
your past scores. The granular data is helpful too 
as this is where you’re giving your members a 
great opportunity to tell you generally what’s on 
their mind. From the NPS you will be able to 
identify 3 groups: Promoters, Passives and 
Detractors. Some suggest focusing your energy 
on the Passives and Promoters to drive the 
greatest number of thriving members. 
Statistically, this has proven to drive the greatest 
revenue. Others like to address anyone that’s 
upset and therefore scores as a detractor. You 
can find a blog post explaining how the NPS 
works on the PropFuel blog.
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Global Reach Rate:  
Asking questions more regularly 
dramatically increases the depth 
of your touch with members.

04

• Response Rates - Where are you on the 
spectrum? Great engagement and feeling of 
connection can yield a 25-65% response or low 
engagement and feeling of connectedness may 
be closer to 2%. The truth is, depending on the 
scenario, we all have segments and moments in 
the lifecycle that likely span the spectrum. For 
example, conference registrants tend to be 
highly engaged members to begin with, and 
now they’re even more connected through the 
upcoming event. This level of engagement and 
connectedness often leads to 40-65% response 
rates. New member engagement campaigns will 
often see a 20-30% response rate, while existing 
member response rates tend to be slightly lower 
in the 18-25% range as compared to an 8-10% 
response rate from a traditional survey. When 
you have a very large group of disconnected 
members, often in a marketing campaign, you 
may see response rates as low as 2-4%. 

There is another interesting phenomenon when 
capturing the VoM we call the Global Reach Rate. 
With multiple touch points, responses from 
unique members will add up over time since 
you’re giving people more opportunities to 
engage. Some people will engage some times 
while others will engage at other times. Asking 
questions more regularly dramatically increases 
the depth of your touch with members. 



             Connectors historically known as integrations, are far different than they were 10 years ago. 
When the word integration comes up, many in the association industry start to get heart 
palpitations. Memories of late nights and bad data come flooding back. But, we’re in a different 
world from a technological perspective where most organizations have APIs to share data with one 
another. PropFuel and many other platforms have designed the system to talk to AMSs, CRMs, 
Marketing Automation tools, LMSs, Data Analysis Platforms, Communities, Job Boards, Event 
Management Systems, etc… The benefit here is that automated workflows are much easier to take 
the burden off the administrators. 

Triggers begin a transfer of data in a workflow. For instance, PropFuel is constantly pinging your 
AMS to check for new members. When one appears the member is automatically added to the New 
Member Campaign. When the campaign is over, they are added to the Member Engagement and 
Retention campaign. When their membership lapses, they’re removed from the member 
campaigns and added to the Lapsed Member Campaign. Of course these are examples, but not too 
far off how an association may think about collecting feedback.

Capturing the VoM

requires interactive

listening.
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             Automation and Actions - We have the data and now it’s time to do something with it. 
Triggers not only add members and remove members from campaigns but they also initiate 
actions. Action oriented triggers might stem from how someone answered a question, to whether 
or not they actually answered the question or it might include a trigger from the results from the 
sentiment analysis. Actions on the other hand take what a person would traditionally have to do and 
automate the process.  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PART 05
THE RETURN ON INVESTMENT
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Often times, the hardest part of any service or platform is pointing to the return on investment. 
When it comes to capturing the Voice of the Member, there are tangible revenue opportunities as 
well as some that are more difficult to measure. The more tangible and easier to measure 
opportunities include the following: 

• New Member Retention by hearing what new members want and need and responding to it 
directly in customized response campaigns. Now we’re creating value for the member without any 
guesswork. Over the course of the year, you’re also giving yourself the opportunity to find new 
members that are unhappy and change their perspective before they choose not to renew. This is 
quite possibly the #1 VoM campaign across all our customers.

 
Increased Learning Products by 

100% and Tripled Member 
ConsumptionEducation Preferences

• 2-step campaign 
• 4 questions 
• 18.5% response rate Collected 664 Text Responses 

Used to Guide Creation of New 
Learning Products

NEW MEMBER  
RETENTION  

LAPSED 
MEMBER 
RETENTION

VOLUNTEER 
ENGAGEMENT 

PARTNER/
SPONSORED 
QUESTIONS  

MEMBER 
UPGRADE 
PROMPTS  

MEMBERSHIP 
REFERRALS 

PAST MEMBER 
RECRUITMENT  

IMPROVED 
MEMBER 
SATISFACTION 

EXISTING 
MEMBER 
RETENTION 

CONFERENCE 
SALES  

LEARNING/
EDUCATION 
SALES 

LEARNER 
SEGMENTATION

MARKETING 
CONTENT 
CREATION 
DRIVING 
MEMBER 
STORIES 

PROSPECTIVE 
MEMBER 
MARKETING 
CAMPAIGNS 

PROFILE DATA 
COLLECTION

Determining ROI:

Retention +

Product Sales
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• Past Member Recruitment - Slightly different from Lapsed Members are members that left over 
a year ago. Although it’s a small percentage, some associations have found success at figuring out 
the missing link through questions and bringing them back. 

•Overall Member Retention will start by improving member satisfaction easily measured by NPS, 
but it will also help identify the individuals that need special attention so we can reach out to them 
personally before they choose not to renew. 

• Learning/Education Sales through customized marketing and program analysis campaigns. 
When you ask what a member wants to learn, have an automated email respond immediately with 
registrations for those specific programs. Additionally, ask your members as a whole what programs 
appeal to them and what they’re missing. Ratings and Reviews, another form of feedback, will also 
help you identify your top programs and allow you to market them and remove the low performers.

• Lapsed Member Retention by triggering a series of questions over a period of time going out to 
lapsed members starting with the biggest and most valuable question: Did you know your 
membership lapsed? If no, set up an action to send them the renewal form. Alternatively, find out 
why they left and look for opportunities to solve the problem.

 Won back 88 Lapsed MembersLapsed Membership 
Awareness

• 2-step campaign, the day 
after membership lapses 

• 2 questions 
• 10% response rate

Collected 75 Text Responses Used 
to Inform New Membership 

Packages

 
Increased Member 

Satisfaction with Resources 
and Support by 13%Membership Awareness: 

Resources and Support
• 11 questions asked over a  

7-month interval campaign 
• 28% response rate

Collected 1,209 Text Responses Used 
to Understand Which Members 

Require Support and New Product 
Creation



• Conference Sales through customized marketing and program analysis campaigns. Send a 
registration link for the conference in response to those members that show interest when asking 
conference related questions. Design the programming to the conference based on the questions 
in your education related questions to identify what members want more of and what’s not selling. 

• Prospective Member Marketing Campaigns to increase membership. Many associations using 
social media or other lead generation tactics can nurture prospective members with questions to 
identify what appeals to them specifically. 

• Partner/Sponsored Questions - Some associations sell the results of specific partner-related 
feedback to sponsors as part of a package. 

• Member Upgrade Prompts - Depending on your membership types, there are opportunities to 
improve the student member experience and therefore retention, increasing the pipeline of full 
members. Or perhaps there are different levels or tiers of members so you can help them or figure 
out how to help them along the member journey, leading to increased dues revenue. 

• Membership Referrals in the form of referral requests are a way of asking your members to refer a 
friend in the industry. The best way to get a referral is to ask for one. 

The less tangible, but still effective ROI opportunities are: 
 ◦ Marketing content creation driving member stories 
 ◦ Improved Member Satisfaction 
 ◦ Volunteer Engagement 
 ◦ Learner Segmentation 
 ◦ Profile Data Collection
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Determining

Return on Investment



PART 06
CASE STUDY 
National Strength and Conditioning Association



Scott Douglas 
Sr. Director of Membership and 
Business Development at NSCA

NEW MEMBER  
ENGAGEMENT + RETENTION

PROPFUEL CASE STUDY:

With a large membership of trainers worldwide, NSCA 
struggles to keep members engaged from year 1 all the way 
through the lifecycle of their membership. They send content 
in newsletters and emails, but don’t have a way to listen to the 
voice of their members aside from the occasional survey and 
“Net Promoter Score” check-in. There’s opportunity for 
improvement in both new member and existing member 
retention. 

THE CHALLENGE 
• Inconsistent member engagement 
• Inability to listen to members 
• Lack of psychographic data 

THE SOLUTION 
NSCA implemented a Member Engagement Feedback 
Campaign where they ask 1 question a month in an email 
starting with a quantitative question that can be answered 
directly in the email along with a follow-up question that’s 
open ended capturing the Voice of the Member. The 
questions are sent to each member depending on their stage 
of the member lifecycle. 

THE BENEFIT 
• 25-33% response rates on typical check-ins 
• Artificial Intelligence/ Sentiment Analysis  scanning text or 

positive and negative feedback 
• Identify and connect with individual members that need 

personal attention each month 
• Continuous analysis and automated actions using fast data

        PropFuel helps me figure out 
which members need my attention 
and when. I’ve reached out to 
frustrated members who felt 
disconnected and unheard and 
have built lasting relationships. 

“

ABOUT NSCA 
• 30k Members Worldwide 
• 55k Certifications 
• 8 Board Members 
• 70 Staff Members 
• 68 Volunteer Regional Directors

INCREASED 
RESPONSE 
RATE

+33%

CONTINUOUS  
CYCLE OF 
FEEDBACK

IDENTIFIED 
POTENTIAL 
DETRACTORS

FUELED NEW MEMBER 
ENGAGEMENT +  
MEMBER RETENTION

SAMPLE FEEDBACK 
CAMPAIGN RESULTS

SAMPLE FEEDBACK 
CAMPAIGN EMAIL
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ENGAGED CUSTOMERS  
BUY 90% MORE OFTEN 
AND SPEND 60% MORE 
PER TRANSACTION

PROMOTERS HAVE A 
LIFETIME VALUE OF 

6-14X THAT OF 
DETRACTORS

FEEDBACK DRIVES  
MEMBER SATISFACTION  

AND BETTER MEMBER 
EXPERIENCE, YIELDING 

LOYALTY

Collect Feedback.  Drive Loyalty.  Ignite Engagement.  
Using the PropFuel Platform, associations can create automated email-based feedback 
campaigns, capturing continuous feedback at each point along the member lifecycle. 

Run dedicated campaigns, targeting feedback from 
members in each phase of the member journey.

Day 1 
Custom 

Question 
Auto Email

Day 14 
Custom 

Question 
Auto Email

Week 6 
Custom 

Question 
Auto Email

Week 16 
Custom 

Question 
Auto Email

Week 20 
Custom 

Question 
Auto Email

Week 30 
Custom 

Question 
Auto Email

Your members have 
something to say.
We want to make it easy for 
associations to listen, act and 
exceed member expectations. 

We are operating in the 
Feedback Economy, where 
associations must be 
continuously listening, taking 
feedback seriously and taking 
action on feedback.

PropFuel  
New Member  
On-boarding 

Campaign

36%
PropFuel CE 

Product Insights 
Campaign

24%Average 
Association Survey 
Member Response 

Rate

7-10%
PropFuel  

Pre-Conference 
Feedback 
Campaign

62%PropFuel Clients’ 
Feedback Campaign 

Response Rates
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Connect to Your AMS 
Leverage key member profile and activity data 
from your AMS to automate member enrollment 
in custom feedback campaigns.  PropFuel’s AMS 
connectors require no coding or IT support and 
can be turned on in less than 1 minute. 

No, seriously… it’s just that easy.

Create Your Campaign 

Flexible Scheduling Options 
Campaigns bring together feedback check-ins, incorporating 
questions, which are automatically delivered via email. Choose 
from schedule-based campaigns, which deliver check-ins on 
set dates or sequence-based campaigns, which are fluid and 
deliver check-ins according to the workflow you design. Using 
PropFuel, you can easily align your campaign with your goals 
and objectives. 

Automatically Add Members to Campaigns 
Targeted segmentation is key to driving feedback. PropFuel's 
connectors include campaign triggers, which are easily 
configurable conditions that automate member enrollment in 
each campaign.

STEP 01

STEP 02
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Run Campaign and Analyze Feedback 

With PropFuel you can launch unlimited 
simultaneous feedback campaigns, allowing for 
highly targeted member feedback. 
Administrators may leverage an intuitive 
dashboard to manage campaigns and drill into 
insights and analytics. PropFuel includes visual 
analytics, configurable reporting and AI-powered 
insights.

Take Action 

Actionable Insights 
Using AI-powered sentiment analysis and 
keyword extraction, PropFuel helps isolate 
feedback from individual members, which 
requires attention. Data visualization and  
drill-downs make it easy to view summary 
feedback data, which can be used to put  
global improvements in place with  
products and services. 

Automatically Act on Member Feedback 
Administrators can establish defined events  
and conditions based upon how members 
interact with campaigns and the specific 
feedback responses they provide, which  
trigger automated actions, such as: campaign 
branching, custom question follow ups, 
outbound connectors to external systems  
and check-in landing pages with customized 
content and/or re-targeting connectors.

Connect Your Feedback Campaigns to Your AMS with Ease 
We call our integrations connectors, because they aren't your traditional integrations. PropFuel's 
AMS connectors take less than 1 minute to turn on and require no customization or programming. 
Experience the freedom of integrations that work!

STEP 03

STEP 04
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CAMPAIGNS 
Automated continuous feedback 

Deliver drip sequence and scheduled 
campaigns or choose to embed campaigns 

wherever your members are.

AMS CONNECTORS 
Target your members when it 

matters 
Create triggers, which read key member 

profile and activity data from your AMS to 
automate member enrollment in custom 

feedback campaigns.

ADVANCED ANALYTICS 
AI-Powered data you can act on 
Leverage actionable insights, including 

sentiment analysis, keyword extraction and 
advanced drill-downs.



FEEDBACK CAMPAIGNS 
Unlimited Possibilities 
Create and run as many campaigns as you want, 
without any limitations. 

Targeted Segmentation 
Segment your members and constituents, 
targeting them with specific questions in each 
campaign.
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Collect Feedback Everywhere 
Collect more timely feedback and understand 
how you can create a better user experience, by 
embedding PropFuel campaigns anywhere - 
your online community, your website, in the 
receipt after a store purchase, your career center 
or anywhere else you would like. 

Campaign Delivery 
Create drip campaigns, which are delivered in a 
custom sequence or create a schedule of 
questions, which are delivered on specific dates. 

Campaign Questions 
Utilize our curated question bank or create your 
own custom questions. Work from multiple 
question types, including NPS.



Actions 
Events and Conditions 
Using advanced email analytics and detailed 
response criteria, to determine personalized 
actions within each feedback campaign. 

Campaign Branching 
Establish branching logic actions, to intelligently 
remove members from campaigns, add them to 
campaigns or branch them to other campaigns. 

Outbound Connectors 
Trigger PropFuel actions which connect with 
your other apps, creating powerful workflows 
across the entire member lifecycle. 

Question Follow Up Actions 
Strategically act on feedback with automated 
custom follow-up questions. 

Customized Check-in Landing Pages 
Use powerful content management tools to 
create check-in landing pages with customized 
content and messaging based upon responses 
provided or hook in retargeting software such as 
Facebook's Pixel, Feathr and others.
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Ready to Get Started? 
Learn more about how your organization 
can get started with PropFuel's Voice of 
the Member Platform!  

Shoot us an email at info@propfuel.com.



Dave Will

Co-Founder and CEO at PropFuel

dave@propfuel.com

Ryan Graham
VP of Sales at PropFuel

ABOUT THE AUTHORS

Cameron Aubuchon

Co-Founder and CTO at PropFuel
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cameron@propfuel.com

ryan@propfuel.com



READY TO GET MORE INFO AND REQUEST A DEMO?  
Email us at info@propfuel.com

VoM


